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Abstract: The paper centers around an applied marketing research regarding the 
buying behavior of customers in Transylvania towards dairy products. The method used was the 
survey and the instrument used was the questionnaire. The research was done on a swatch of 
300 subjects, all target customers from Transylvania, selected by a nonrandom method - 
accessibility. The objective of the survey is to identify the customers knowledge and attitudes 
towards dairy products, establish the power of the brands and the impact of marketing. 
Furthermore, the study conducted reveals that in the near future there is a tendency for growth 
in the bio segment of dairy products. This is due to a change in mentality, while in the past 
customers were favoring low price over product quality; nowadays more customers from 
Transylvania are willing and able to spend more in order to buy a better dairy product. 
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INTRODUCTION 
 
Defining the very essence of marketing as both the art and science of finding, 
identifying, keeping and growing loyal and profitable customers (Kotler 2008), Philip 
Kotler proposes the model of the seven “O” as a “tool” in order to help companies 
guide their marketing strategies. Because of this every marketer must follow to red line 
of thought determined by the seven “O” model. First, the marketer must identify who 
are the customers (Occupants). Second, the marketer must precisely determine what 
are the needs and wants of the customers (Objects). Third, the marketer must recognize 
the customers goals (Objectives). Fourth, the marketer must establish who plays the 
key role in the purchase decision-making process (Organizations). Fifth, the marketer 
must establish who customers make their buying decisions (Operations). Sixth, the 
marketer must establish when (the right timing) are the customers ready to buy 
(Occasions). Seventh, the marketer must establish the place where the customers prefer 
to buy (Outlets). See Figure 1.  
Integrating the exigences of the seven “O” model in the dairy products market 
requires that the companies marketing division undertakes complex marketing 
researches (impaling both qualitative and quantitative methods of research) in order to 
achieve excellence in customer service and customer satisfaction, which constitutes a 
raison d’être at the very heart of every successful marketing strategy. (Kotler 2003) 
Therefore, marketers must have a profound knowledge about their targeted customers. 
Because the dairy products market is in growth it is essential for the companies 
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competing for a larger market share, that they are able to establish successful long-term 
marketing relationships with their customers. 
It is a well-established fact that in marketing it’s easier (cost/benefit analysis) 
to maintain the existing customers loyal, then to always try to win new customers. But 
that doesn’t make the process of keeping the existing customers loyalty an easy task to 
undertake. In this respect the correct application of the relationship marketing can 
make the difference between success or failure. Thus, the paradigm may change, the 
products come and go (according to their life cycle), but the value unit – the long-term 
relationship established with the customers - stays the same (Kotler 2006, 2008).  
 
 
Fig. 1. The “Seven O” Model. Adaptation after Philip Kotler (Kotler, 2008) 
 
   
Applied research regarding the perceptions of customers from 
Transylvania towards dairy products marketing 
The survey was done on a swatch of 300 subjects, all target customers from 
Transylvania, selected by a nonrandom method - accessibility. The instrument used 
was the questionnaire. The objective of the survey is to identify the customers 
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knowledge and attitudes towards dairy products – the power of the brands and the 
impact of marketing.  
In the next lines there will be a brief presentation of some of the survey’s 
results, using approximate percentages. 
The first question of the survey asked the target customers if they consume 
dairy products. The results were as following: 
Table 1  
Target customers that consume dairy products 
1 
Yes 
2 
No 
85% 15% 
 
The results show that 85% of the investigated target customers from 
Transylvania choose to consume dairy products, which shows a high level of interest 
for this kind of merchandise. So, this indicates that there is a good profit potential in 
this segment.  
When asked if advertising plays a major role in their decision-making process 
when it comes to buying dairy products, the results were as following: 
Table 2  
Target customers influenced by advertising 
1 
Certainly not 
2 
Probably not  
3 
I don’t know 
4 
Probably yes 
5 
Certainly yes 
0 10% 10% 20% 60% 
 
One can observe that most targeted customers from the investigated swatch, 
are influenced in their decision-making process when it comes to buying dairy products 
by advertising. In this respect, it is revealed the fact that advertising plays a key role in 
winning the minds and hearts of the customers.  
The next question focused on brand power. The targeted customers from the 
investigated swatch were asked what their favorite brand is when it comes to the dairy 
business.   
Table 3  
Target customers brand preferences 
1 
Albalact 
(Lactalis) 
2 
Napolact 
(FrieslandCampina) 
3 
Olympus 
(Fabrica de 
Lapte Brasov) 
4 
Danone 
(Danone 
Romania) 
5 
Covalact 
(Lactalis) 
26% 20% 18% 24% 12% 
 
The results show that the brands Albalact and Danone are the most powerful 
and thus have the greatest impact in the targeted customers decision-making process. 
The brands Napolact (FrieslandCampina) and Olympus (Fabrica de Lapte Brasov) are 
next in line with 20% and 18% preference in the case of the target customers that took 
part in this survey.  
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At the question regarding the intent of increasing their purchase of dairy 
products that are labeled as bio, the targeted customers answered as follows: 
Table 4  
Probability of increasing the purchase of bio dairy products 
1 
Certainly not 
2 
Probably not  
3 
I don’t know 
4 
Probably yes 
5 
Certainly yes 
0% 20% 20% 35% 25% 
 
The target customers responses show that there is a tendency to increase their 
purchase of dairy products that are labeled as bio. This is because more and more 
people are preoccupied with maintaining their health.  
At the question “In your opinion which are the most important criteria in 
deciding to purchase of dairy products?“ The answers are as follows:   
 
Table 5  
Importance of different criteria, in the decision to purchase dairy products 
Criteria Percentage 
Price 10% 
Perceived Quality 10% 
Brand image 10% 
Product ingredients                           25 % 
Product Availability 5% 
Product Taste 35% 
Product pack image 5% 
 
 Most targeted customers tend to favor the product taste as the main criteria 
when purchasing dairy products. The importance of taste has been a corner stone in 
food marketing since the early days. Second, most of the investigated customers tend 
focus on product ingredients which shows an increasing state of awareness and 
knowledge among consumers. It seams that more people start reading the label 
nowadays.     
CONCLUSIONS 
 
In conclusion the first major factor that needs to be pointed out is the fact that 
the dairy products market is in growth in Transylvania. Thus, there are good 
opportunities for great profits both for existing companies and startups. Although 
existing companies invest in growing their brands, the study shows that product taste is 
the most important criteria when buying dairy products. So, this leaves an opportunity 
for a newcomer company to storm the market with new dairy products and fight 
existing companies for the market share.  
In another train of thoughts, the study conducted reveals that in the near future 
there is a tendency for growth in the bio segment of dairy products. This is due to a 
change in mentality, while in the past customers were favoring low price over product 
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quality; nowadays more customers from Transylvania are willing and able to spend 
more in order to buy a better dairy product. 
Although it doesn’t score high in the overall criteria regarding customers 
decision-making process when it comes to dairy products, brand image retains its 
importance. For the targeted customers of the study, the brand Albalact is the most 
appreciated. It is followed by Danone and Napolact (FrieslandCampina). Because in 
the dairy product business there are so many products that have approximately the 
same features and characteristics, brand image is highly important in order for the 
customers to differentiate between similar products. But with big companies buying 
uncomfortable rivals, brand diversity tends to become just another “weapon” in the 
arsenal of manipulation techniques used by the big companies.       
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